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ABSTRAK 

 

 Penelitian ini bertujuan untuk menganalisis peran kepercayaan konsumen 

dalam memediasi pengaruh affiliate marketing dan online customer rating terhadap 

keputusan pembelian produk fashion pada pengguna Shopee di Surabaya. 

Penelitian ini dilatarbelakangi oleh fenomena pentingnya faktor-faktor digital 

dalam keputusan pembelian di platform e-commerce, khususnya Shopee, yang 

melibatkan affiliate marketing dan online customer rating sebagai elemen utama. 

Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan 

pengumpulan data melalui kuesioner kepada 100 responden yang merupakan 

pengguna Shopee di Surabaya. Analisis data dilakukan menggunakan metode 

Partial Least Squares (PLS) untuk menguji hubungan langsung dan mediasi antar 

variabel, yakni affiliate marketing, online customer rating, customer trust, dan 

keputusan pembelian. Uji validitas dan reliabilitas instrumen juga dilakukan untuk 

memastikan keakuratan pengukuran variabel dalam model penelitian ini 

Penelitian ini menunjukkan bahwa affiliate marketing tidak mampu 

mendorong konsumen untuk membeli produk. Namun, kepercayaan konsumen 

berperan sebagai jembatan utama yang menghubungkan affiliate marketing dengan 

keputusan beli. Artinya, tanpa kepercayaan, promosi lewat affiliator kurang 

berpengaruh. Selain itu, kepercayaan konsumen juga sangat penting dalam 

menghubungkan online customer rating dengan keputusan beli. Rating yang baik 

dari pembeli lain meningkatkan kepercayaan terhadap produk dan penjual. 

Kepercayaan ini kemudian mendorong konsumen untuk lebih yakin dan mantap 

dalam memutuskan membeli produk fashion Shopee di Kota Surabaya. 

Kata Kunci: Affiliate marketing, online customer rating, customer trust, keputusan 

pembelian, perilaku konsumen. 
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ABSTRACT 

This study aims to analyze the role of customer trust in mediating the influence 

of affiliate marketing and online customer ratings on purchase decisions for fashion 

products among Shopee users in Surabaya. This research is driven by the growing 

importance of digital factors in purchasing decisions on e-commerce platforms, 

particularly Shopee, where affiliate marketing and online customer ratings are key 

elements.  

The research method employed is a quantitative approach, with data collected 

through questionnaires distributed to 100 respondents who are Shopee users in 

Surabaya. Data analysis was conducted using the Partial Least Squares (PLS) 

method to test direct relationships and mediation effects among variables, namely 

affiliate marketing, online customer rating, customer trust, and purchase decision. 

Validity and reliability tests of the instruments were also performed to ensure the 

accuracy of variable measurements in the research model.  

This study indicates that affiliate marketing does not directly drive consumers 

to purchase products. However, customer trust serves as the primary bridge linking 

affiliate marketing to purchase decisions. In other words, promotions through 

affiliates are less effective without trust. Furthermore, customer trust plays a vital 

role in linking online customer ratings to purchase decisions. Positive ratings from 

other buyers enhance trust in the product and seller. This trust subsequently 

encourages consumers to feel more confident and determined in deciding to 

purchase Shopee fashion products in Surabaya. 

 

Keywords: Affiliate marketing, online customer rating, customer trust, purchase 

decision, consumer behavior.
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